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In Chinese telecommunications industry developed from Post and 
Telecommunications Bureau which exclusively monopolized, there are six big 
telecommunications operators, i.e. China Telecom, China Mobile, China Unicom, 
China Netcommunication, China Tietong and China Satcom. Therefore, the fierce 
competition in this market can be compared with the one in the television industry 
previously. Nowadays, the trend of telecommunication individualization and mobility, 
as well as the ever increasing homogeneity of six big telecommunications operators’ 
products, has resulted in the price competition strategy used widely in the industry. 
Price competition would surely benefit the customers, yet it also challenges operators 
to create differences and enhance competitive power so as to stand steadily and enjoy 
sustainable development in the increasingly intense competition. 
As service companies, telecommunications enterprises have the common 
characters of all service enterprises. In this field, People also have already been aware 
of the significant role of staff's qualification. Internal marketing, which is advocated 
in 1976, has developed fruitfully during the past 30 years and has given birth to many 
sound theories that could guide the marketing practice. Similarly, the theory of 
internal marketing can also be a guidance of telecommunications corporations that 
belong to the service industry. This thesis tries to combine the theory of internal 
marketing with the reality of telecommunications enterprises, explores the existing 
problems of telecommunications enterprises through looking back to the history of 
telecommunications industry and analyzing the competition situation in the industry, 
and explains the necessity of bringing internal marketing into telecommunications 
enterprises. Furthermore, the thesis offers the ways of applying internal marketing in 
the telecommunications enterprises and promoting competence. 
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2000 年 12 月，铁道通信信息有限责任公司成立。 
                                                        



























2004 年 1 月 20 日，铁道通信信息有限责任公司（铁通公司）由铁道部移交
国资委管理，更名为“中国铁通集团有限公司”（中国铁通），作为国有独资基础
电信运营企业运作。 
从 2002 年以来，中国电信行业的运营商减少到 6 家，即：中国电信、中国
移动、中国网通、中国联通、中国铁通和中国卫通。 






































































第二节  中国电信业的竞争格局——基于五力模型的分析框架 
一、我国电信业竞争状态总体描述 
1994 年电信改革以来，企业拆分重组、业务替代分流及企业竞争不断加剧，






为整个国民经济中耀眼的亮点。以 2005 年 1-11 月统计数据为例①，全国电信行
业主营业务收入达到 5293.7 亿元，电话用户数累计达到 73895.8 万户。其中中国
移动收入保持两位数的强劲增长，2005 年 1-11 月累计收入同比增长 17.9%；中
国联通、中国网通低开高走，逐步赶上和超过中国电信收入增长率，2005 年 1-11
月累计收入同比增长分别为 7.2%和 6.7%；铁通收入增长迅猛，2005 年 1-11 月
累计收入同比增长率达到 30.2%；中国电信收入增幅平缓，2005 年 1-11 月中国
电信增量用户市场份额已经低于当前用户市场份额，收入增幅排名低于移动和联































 资料来源：中国电信股份有限公司北京研究院. 中国电信市场竞争态势白皮书（2005 年度）[R]. 
从电信业的主要产品和服务的消费情况看，到 2005 年 11 月底，全国宽带用
户数累计达到 3719.7 万户，小灵通用户数累计达到 8622.1 万户，移动用户数累
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计达到 38816.1 万户；其中 2005 年 1～11 月新增宽带用户就达到 1232.2 万户，
新增小灵通用户 2134.7 万户，新增移动用户 5333.7 万户；分别占累计用户的 33.1
％，24.8％和 13.7％，在较大的基数上仍能保持高速增长，市场潜力巨大。另一
方面，固定电话与移动电话、IP 长途电话与传统长途电话之间展开了激烈的竞
争。2005 年 11 月底，全国固定电话用户数占全行业电话用户数的比例为 47.5%；
移动电话用户数占 52.5%。而在话务量上，全国固定本地通话时长占本地通话总
时长比例为 42.3%；移动本地通话时长占 57.7%。移动产品对固定产品的替代正
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